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Your Target Audience

Reach influential decision-makers and affluent consumers. Air Canada carries more than 33 
million business travellers and affluent consumers annually. Approximately 171 destinations on five 
continents are served by a fleet of more than 335 aircraft.

Air Canada’s business travellers are key decision-makers – managers, owners, professionals and 
executives. They primarily represent an upscale group of frequent flyers with disposable incomes far 
above the national average.

Air Canada is Canada’s number 1 airline with a 60% share of domestic travel and a 40% share of 
international and trans-border travel.

Advertise with Air Canada and effectively and creatively reach this key audience through a 
variety of media options including print, TV, digital, broadcast, product sampling and sponsorship 
opportunities.

Influence this elusive demographic at every step of their travel experience – from the moment they 
go online to book their trip, at the airport, onboard, and finally, arriving at their destination. 

Reach Them

At Home
• aircanada.com
• Air Canada onAir monthly e-zine
• Air Canada webSaver weekly 

e-newsletter
• enroute.aircanada.com
 

At the Airport
• Maple Leaf™ Lounges

Inflight and Arrival
• enRoute Magazine 
• AVOD TV and Movies
• Safety Video
• AVOD System Sponsorship
• Daily Newspaper Tip-ons
• Meal Tray Tent Cards
• Inflight Sampling and Product 

Distribution

THE AIR CANADA PASSENGER

   Jun e /  j uin 2010 

InsIde
Where in the world  

to watch the World Cup

Dans nos pages
Les meilleurs bars où  

regarder la Coupe  
du Monde
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Une VILLe  
avec  

dU CHIen
voir montréal sans  

perdre la boule

HAVING  
a ball  

IN MONTREAL
an iconic tour  

of the city
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Air Canada’s enRoute is an award-winning travel lifestyle publication that speaks directly to its 
on-the-go readership. Featuring internationally recognized writers and the work of renowned 
photographers and illustrators, enRoute continues to win major awards for its editorial and 
design in Canada, the U.S. and internationally. The magazine is a major point of reference and 
influence in the Canadian market, read by the country’s top business decision-makers and 
influencers, and is a showcase for the best of what Canada has to offer the world. 

enRoute is considered a benchmark among inflight publications, featuring current,newsworthy 
and useful sections including Travel, Passport and Altitude. The magazine also introduces 
some one million readers monthly to a host of international writers and illustrators with diverse 
backgrounds and expertise.

enRoute is a strong supporter of the prestigious CBC Literary Awards, and itself is the winner 
of more than 400 major awards for editorial, photography and design from international 
competitions. 

enRoute is a monthly publication with an average circulation of over 135,000 copies (BPA 
Circulation Statement 6-month period ending March 2010). The magazine has a monthly 
readership of more than 1,030,000 (PMB, Spring 2010).
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urban ju ngle

In RIo de JaneIRo, wheRe lIfe Is lIved outdooRs,  

thIngs can get a lIttle wIld.

À Rio de JaneiRo, le plein aiR est paRfois  

synonyme de vie sauvage. 

BY / PaR SuSan nerBerg  
PHOTOS BY / de lOrne Bridgman 

“Paradise starts here,” says Vinícius Pacheco just as a blue 
morpho butterfly dares to interrupt my view of the Cascatinha 
waterfall. It doesn’t take much for the park warden to convince 
me, but to underline what he means he ushers me into the rain-
forest, along a trail so strewn with yellow and purple ipê petals 
you’d think someone had just staged a wedding here. A family 
of chattering marmosets looks down from the canopy and a 
toucan, perhaps annoyed with our presence, takes off with a 
screech. We’re scrambling up to a cave when a snake rustles 
some fallen palm fronds. In this Eden, the snakes don’t tempt 
with apples but with jackfruit, loquats and breadfruit.

I’m in heaven. Or at least in a state of awe. The 32-square-
kilometre Floresta da Tijuca is – yes – in the middle of Rio de 
Janeiro, Brazil’s second-largest city, whose metropolitan area is 
home to some 12 million people. Throw in the fact that, like 
Nebuchadnezzar’s Hanging Garden, this mountainside jungle 
is man-made and you’ve got nothing short of a wonder. “There 
was no forest here 200 years ago. All the trees had been cut 
down for lumber and to make space for coffee and sugar-cane 
plantations,” says Pacheco. 

As we arrive at the Cachoeira das Almas waterfall, he tells me 
that when the coffee farms drained the city’s water supply, Dom 
Pedro II had had enough. In 1861, the botanist emperor sent an 
engineer and six slaves to plant seedlings from the dwindling 
Mata Atlântica rainforest, creating what today has become a 
lush outdoor living room and the largest urban forest on 

« Ici, c’est l’entrée du paradis », lance Vinícius Pacheco alors qu’un 
morpho bleu ose m’obstruer la vue de la chute cascatinha. À preuve, 
même s’il n’a pas à me persuader, le gardien du parc me fait pénétrer 
dans la forêt tropicale par un sentier jonché de tant de pétales jaunes 
et violets de fleurs de poiriers-pays qu’on croirait qu’une noce vient 
d’être célébrée. une famille de ouistitis bavards nous observe depuis 
la cime des arbres ; un toucan, sans doute agacé par notre arrivée, 
s’envole en criant. sur une pente menant à une grotte, des feuilles 
de palmier bruissent au passage d’un serpent. dans cet éden, le 
serpent tentateur use non pas de pommes, mais de jaques, de 
bibaces et de fruits à pain.

Je suis au septième ciel. ou du moins dans un état d’enchante-
ment. la forêt de tijuca occupe 32 km2 en plein cœur de Rio de 
Janeiro, la deuxième ville du Brésil, dont l’agglomération compte 
environ 12 millions d’habitants. Qui plus est, à l’instar des jardins 
suspendus de Babylone, cette jungle à flanc de montagne est une 
création de l’homme, ce qui en fait une vraie merveille. « Il y a 
200 ans, il n’y avait pas de forêt ici. les arbres avaient tous été cou-
pés pour leur bois ou pour faire place aux plantations de café et de 
canne à sucre », m’explique Pacheco.

Quand les caféières ont menacé l’approvisionnement en eau de 
la ville, ajoute-t-il en vue de la cachoeira das almas (« chute des 
Âmes »), Pierre II en a eu assez. en 1861, l’empereur botaniste a 
envoyé un ingénieur et six esclaves planter des semis d’arbres de la 
forêt atlantique déclinante, créant ainsi ce qui allait devenir la plus 
gigantesque forêt urbaine au monde. cette luxuriante salle de 

Le BONHEUR
est dans la FORÊT
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the planet. Complete with picnic areas, rock 
climbing walls, playgrounds, hang-gliding ramps 
and, of course, open areas for playing soccer, it 
draws thousands of Cariocas on any given weekend.

After a few days in Rio, I realize that Dom 
Pedro’s – or Pacheco’s – forest is emblematic of 
the Marvellous City. Sure, the images of Rio that 
are etched in people’s minds are of Copacabana 
Beach, Carnival and Christ the Redeemer gazing 
down on his flock from Corcovado Mountain, all 
seemingly incongruous with the unruly Tijuca 
bush. But Rio thrives on that play between the 
glossy and the unkempt, between the wild and the 
tame. In defeating the trees, the Portuguese col-
onizers who founded the city in 1565 created a 
tabula rasa from which some of the world’s most 
compelling gardens and landscape architecture 
have sprouted. Ironically, in doing so they also laid 
the groundwork for new sanctuaries for flora and 
fauna. For new wilderness. 

jeu à ciel ouvert, dotée d’aires de pique-nique, de 
murs d’escalade, de terrains de jeu, de rampes de 
deltaplane et, bien sûr, de grands espaces pour jouer 
au foot, attire les cariocas par milliers toutes les fins 
de semaine.

après quelques jours à Rio, je réalise que la forêt 
de l’empereur (et de Pacheco) est le symbole même 
de la ville merveille. certes, les images de Rio que les 
gens ont en tête sont celles, célèbres, de la plage de 
copacabana, du carnaval ou du christ Rédempteur 
veillant sur ses brebis du haut du corcovado, qui 
tranchent toutes avec la débauche végétale de tijuca. 
Mais Rio a su tirer profit de cette dualité soigné-
négligé, sauvage-apprivoisé. en abattant les arbres, 
les colons portugais qui ont fondé la ville en 1565 ont 
fait table rase et permis l’émergence de jardins et 
aménagements paysagers parmi les plus fascinants 
au monde. Ironiquement, ils ont préparé le terrain 
pour plusieurs nouveaux sanctuaires écologiques. 
Pour une nature nouvelle.

With a combination of tropical weather and a setting that includes more than 25 landscaped parks, kilometre upon kilometre of sandy shoreline and the world’s 
largest urban forest, there really is no reason to stay indoors. On evenings and weekends, scores take to the beach to swim, surf, people-watch or play volleyball and 
footvolley, while others prefer a hike in the forest followed by a shower in one of its cooling waterfalls. and if you’re invited to a party at someone’s home, don’t be 
surprised if you show up to an empty house – the shindig has most likely been relocated to the beach. / avec son climat tropical et son environnement comptant plus de 
25 jardins aménagés, plusieurs kilomètres de littoral sablonneux et la plus grande forêt urbaine au monde, Rio est un véritable terrain de jeu à ciel ouvert. les soirs et les week-
ends, les foules envahissent les plages pour se baigner, faire du surf, observer les passants ou disputer une partie de volleyball ou de footvolley, alors que d’autres préfèrent 
arpenter la forêt et se rafraîchir dans une de ses chutes d’eau. et si l’on vous invite à faire la fête chez quelqu’un, ne vous étonnez pas de vous cogner le nez à une porte close : les 
festivités ont sûrement été déménagées sur la plage.

i adjust my bike seat and roll out onto Avenida 
Atlântica. The boulevard’s beachside lane, hug-
ging Copacabana Beach, is closed to car traffic 
(the case on every Sunday), attracting a swarm of 
dog walkers sipping coconut water, hot mamas 
pushing strollers and zealous joggers with weights 
strapped to their ankles. My squeaky wheels add 
to the carnival of sounds: skateboarders yelling 
Bom dia (“Good day”) to passersby; vendors hawk-
ing Globo biscuits (a doughnut-shaped manioc-
flour staple on Rio’s beaches since 1955); and a 
samba squad jamming in the sand. 

Distracted, I pull over to the most iconic side-
walk in the world: a giant wave-patterned invita-
tion to join the party, spelled out in black and white 
mosaic tiles. Indeed, everybody is here: kids on in-
line skates, favela dudes looking for the sickest 
breakers and a woman in a green leotard who in-
sists on walking only on the sidewalk’s white tiles. 
If Roberto Burle Marx, the world-renowned 

Une fois ma selle de vélo ajustée, je me lance sur 
l’avenida atlântica. sur ce boulevard, la voie qui borde 
la plage de copacabana, interdite aux automobilistes 
comme chaque dimanche, fourmille de promeneurs 
de chiens sirotant de l’eau de coco, de jolies mamans 
roulant poussettes, de joggeurs avec des poids atta-
chés aux chevilles. Mes roues grinçantes ajoutent à 
l’orgie sonore : planchistes criant Bom dia (« bonjour ») 
aux passants ; marchands annonçant des biscuits 
globo (sortes de beignes à la farine de manioc, omni-
présents sur les plages de Rio depuis 1955) ; troupe de 
samba tournoyant dans le sable. 

déroutée, je me range sur le plus célèbre accote-
ment du monde, une mosaïque de pavés noirs et 
blancs figurant des vagues, immense invitation à la 
fête. et tout le monde est venu : enfants en patins à 
roues alignées, jeunes des favelas à l’affût des dan-
seurs de break les plus pétés, ainsi qu’une femme en 
justaucorps vert évitant scrupuleusement les pavés 
noirs. si Roberto Burle Marx, l’architecte paysagiste 
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enRoute Awards

Advertising & Design Club of Canada 
Awards
Nine nods in 2009, including 
Magazine Covers, Entire Magazine 
Issue, Illustration, Fashion 
Photography, Portrait Photography, 
Still-Life Photography and 
Photojournalism

North American Travel Journalists
Association Awards
A new record of ten nods in 2009, 
including Grand Prize for International 
Destination Travel Writing and First 
Place for Personality Profile Writing

Magnum Opus Awards (United 
States)
Gold for Best Overall Design, 2010
Grand Prize Magazine, 2008 and 
2009 

National Magazine Awards (Canada)
Gold for Still Photography, 2008
Silver for Best Single Issue, 2009
Gold for Service Lifestyle Journalism, 
2009
Gold for Travel Journalism, 2009
Gold for Art Direction, 2009 and 2010

2009 Pearl Awards (Custom 
Publishing Council, United States)
Best in Custom Award

Gold for Best Overall Editorial

Silver for Best Special Issue, Editorial

Silver for Best Special Issue, Design

Gold for Best Cover

Magazines du Québec
Grand Prize for Art Direction

Four Honourable Mentions, 2008

Canadian Society of Magazine Editors
Magazine of the Year, 2008

Toronto scintille
la ville reine 

en met plein la vue 

Toronto Shines 
The sTars align 

in The queen ciTy

sepTember /  septembre 2010 

InsIde
The polite guide to  

travel etiquette

Dans nos pages
guide pour voyageurs  

bien élevés
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At least, that’s the steadfast rule for 
weekdays, says Clarence McLeod, 
head of Fairmont Gold, the Fairmont 
Hotels & Resorts’ exclusive lifestyle 
hotel experience program. During the 
weekend, you can stretch it to about 
12:30. “After that, it throws the staff 
out of whack because they can’t pro-
ceed with their regular rounds. They 
have to keep coming back to your 
room to check if you’re up so they can 
get in there to do their job.”  C’est du 
moins la règle à suivre en semaine, 
selon Clarence McLeod, directeur de 
Fairmont Or, le programme d’expé-
rience hôtelière exclusive des Hôtels 
Fairmont. La fin de semaine, on peut 
tarder jusque vers 12 h 30. « Après, ça 
détraque la routine du personnel, qui 
ne peut effectuer sa tournée quoti-
dienne. Il lui faut alors revenir réguliè-
rement à votre chambre et vérifier si 
vous êtes debout pour pouvoir entrer 
et faire son travail. »

Here’s how we try to do it: On boarding, we greet the crew and hand over 
our boarding pass right away. (It’s always nice to see the flight attendants 
who work our regular routes.) Then we find our seat, stow our bag in the 
overhead bin and get out of the way as fast as possible. You’ll never see 
us block an aisle while looking through our carry-on for that Harlequin 
novel; that we do before, when no one is watching.  Voici notre approche. 
À l’embarquement, on salue l’équipage en tendant notre carte d’accès à 
bord. (C’est toujours plaisant de revoir les agents de bord affectés à nos 
vols habituels.) Puis on trouve notre siège, on range notre sac dans le porte-
bagages et on libère le passage aussi vite que possible. Vous ne nous verrez 
jamais bloquer une allée parce qu’on farfouille à la recherche d’un roman 
Harlequin ; on fait ça avant, loin des regards.

The time you 
should remove that 

“Do Not  
Disturb” sign.

Heure où l’on  
devrait enlever 

l’écriteau « Ne pas 
déranger ».

The Ideal  
aIrplane passenger 

Le passager 
aérien idéaL

Situation no 1

Three people, Two  
armresTs. who geTs  
The elbow room?
Trois personnes,  
deux accoudoirs.  
à qui reviennenT-iLs ?

according to angelika preston, a designer 
who works on aircraft environments, the 
passenger in the middle seat gets – yes – 
both. “But that doesn't mean you should 
spread out,” she says. “i often see passen-
gers alternate between using one or two.” 
scott reid, an air canada service direc-
tor, concurs: He figures that if you’re at 
the window, your privilege is you get to 
look out; if you’re by the aisle, the perk is 
you can get up any time you want. and if 
you’re the poor chap in the middle? “You 
should get both armrests,” reid says. But 
nothing in life is simple: it seems compa-
nies are hard at work developing armrests 
with a curve clearly indicating that no 
one owns hogging rights or with hollows 
cradling the arm of the middle-seat pas-
senger and the person on the side. That’s 
progress. until then, try to keep your nei-
ghbours at arm’s length. 

D’après Angelika Preston, une designer 
d’espaces cabine, les accoudoirs centraux 
(oui, les deux) reviennent au passager du 
milieu. « Mais ça ne lui donne pas le droit 
de s’évacher, croit-elle. Souvent, je vois les 
passagers alterner entre un et deux accou-
doirs. » Scott Reid, directeur de bord à 
Air Canada, abonde : selon lui, si l’on est 
près du hublot, on a la chance d’admirer 
la vue ; si l’on est au bord de l’allée, on peut 
se lever à volonté. « Ces accoudoirs sont à 
celui qui est coincé au milieu », affirme- 
t-il. Mais la question n’est pas réglée. Des 
compagnies seraient en train de plancher 
sur des accoudoirs dont la surface bombée 
indique clairement que nul n’en a le 
monopole, ou dotés de creux où loger le 
bras du passager du milieu et celui de son 
voisin. On n’arrête pas le progrès. En 
attendant, il ne nous reste plus qu’à jouer 
(poliment) du coude.

Golden Rule 
règle D’or

For the benefit of the chambermaid, keep your 
belongings in one spot. (May we suggest the closet 
or, failing that, a chair?) Our trick: We imagine our 
mom could visit at any time. Presto! A modicum of 
order naturally sets in.

Rendez service à la femme de chambre et regroupez 
tous vos effets en un seul endroit. (La penderie ou 
une chaise font très bien l’affaire.) Notre truc : pré-
tendre que maman peut débarquer à tout moment. 
Miracle ! L’ordre se rétablit illico.
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enRoute Magazine

Basic Demographics	 enRoute readers	 Index

Male	 59%	 121
Female	 41%	 80
Average Age	  45	 –

Education and Employment	 enRoute readers	 Index

University or Better	 75%	 170
Managers, Owners, Professionals, Executives	 47%	 213

Affluence	 enRoute readers	 Index

Average Household Income	 $106,246	 –
HHI $150,000+	 27%	 292
Average Personal Income	 $69,293	 –
PI $100,000+	 21%	 398
$10,000+ Remodelling of Principal Residence	 18%	 147
Average Value of Securities and Savings	 $131,915	 –
$250,000+ Value of Securities and Savings	 77%	 202

Lifestyle	 enRoute readers	 Index

Spent $2,501+ on Men’s Clothing	 3%	 333
Spent $2,501+ on Women’s Clothing	 3%	 266
Spent $501+ on Footwear	 9%	 294
Spent $40,000+ on Most Recent Auto	 13%	 187

Travel	 enRoute readers	 Index

Taken Personal Trip Outside of Canada	 67%	 158
9+ Business Trips Last Year	 11%	 436
Took a Business Trip by Air Last Year	 31%	 435

Stayed at a Luxury Hotel while on a Business Trip Last Year	 9%	 285

Source: PMB, Fall 2010, Adults 18+

   m ay /  m ai 2010 

Brussels cooks up a  

hot new art scene

Bruxelles croque 

le monde des arts

Painting  
the town

CeCi n’est
pas une 

gaufre

InsIde
test driving a  

loren ipsum da vitam

Dans nos pages
loren ipsum da vitam 
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   august /  août 2010 
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InsIde
Mexico’s steamy  

spa scene

Dans nos pages
spas mexicains  
à toute vapeur 

sUn and 
GaMes
Find your  
inner child  
in Southern 
California 

Franc  
jeu
Réveillez  
l’enfant en  
vous dans  
le sud de la  
Californie 
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Rates

Frequency	 1x	 3x	 6x	 12x

IFC Spread	  45,120 	  43,405 	  42,590 	  40,605 	

IBC	  23,030 	  22,150 	  21,735 	  20,725 	

OBC	  25,215 	  24,260 	  23,805 	  22,695 	

Spread	  37,510 	  36,085 	  35,410 	  33,760 	

Full Page	  19,900 	  19,150 	  18,785 	  17,910 	

Half-page Spread	  23,950 	  23,035	  22,605	 21,555	

Half-page	  13,436 	  12,925	  12,680	  12,095 	

Third-page	  9,535	  9,175 	  9,005	  8,580 	

Sixth-page	  5,960	  5,730 	  5,625 	  5,365

Black & White: 	20% discount on four-colour process rate (not available on covers)
Inserts	: Please contact us for information at 416.350.2425.
Guaranteed Positioning: 15% premium  

The above rates include a 15% advertising-agency commission.

Rates subject to change.

Closing Dates

enRoute Magazine is a monthly publication, loaded onto all Air Canada aircraft on the first of the month.

Issue Date	 Partial / 	 Full Page	 Material Deadline
	 DPS Closing Date	 Closing Date

January	 October 29, 2010	 November 16, 2010	 November 22, 2010

February	 November 29, 2010	 December 14, 2010	 December 20, 2010

March	 December 22, 2011	 January 18, 2011	 January 24, 2011

April	 January 27, 2011	 February 18, 2011	 February 22, 2011

May	 February 28, 2011	 March 21, 2011	 March 24, 2011

June	 March 29, 2011	 April 20, 2011	 April 26, 2011

July	 April 28, 2011	 May 20, 2011	 May 23, 2011

August	 May 27, 2011	 June 17, 2011	 June 24, 2011

September	 June 29, 2011	 July 22, 2011	 July 28, 2011

October	 July 29, 2011	 August 19, 2011	 August 23, 2011

November	 August 29, 2011	 September 19, 2011	 September 26, 2011

December	 September 28, 2011	 October 19, 2011	 October 24, 2011

RATES & DATES
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January

Travel: Beach-hopping in the Bahamas.

Plus: How hotel designers create the ultimate 

room, crowd-sourced cities and opera’s next 

act. 

Weekend: Ski chic in Beaver Creek, Colorado.

February

Travel: London’s cocktail scene. Fashion: From 

bags to boots, the best rainproof gear for spring. 

Plus: Vegas goes boutique, Chinese fashion 

brands that reinvent the “made in China” label 

and Jean-Georges Vongerichten’s favourite 

street. 

Weekend: Saguenay, Quebec.

March

Travel: 48 hours in Guangzhou and a 

mancation in Chicago. 

Plus: We try out hockey camp, and B.C.’s fishing 

lodges go gourmet. 

Weekend: Naples, Florida.

April  

Travel: Reliving the vintage Rockies experience, 

and a wine tour of the Yadkin Valley, North 

Carolina. 

Plus: From cod fishing to starchitecure: the 

remaking of Fogo Island, Newfoundland. 

Weekend: Spas in Sonoma, California.

May  

Travel: New Orleans. 

Plus: Japan’s Relais & Châteaux put a new spin 

on luxury. 

Weekend: Cape Breton golf.

June 

Travel: A personal tour of Paris with the city’s 

best concierges. 

Weekend: Kennebunkport, Maine.

July  

The Intellication: Travel goes geek, from 

astronomy to birdwatching. 

Weekend: St. Boniface (Winnipeg), Manitoba.  

August  

Travel: Copenhagen. 

Weekend: Venice Beach, California.

September  

The Style + Design issue, featuring our 

inaugural Hotel Design Awards. 

Weekend: Chic R&R in Phoenix, Arizona. 

October

Travel: Peru’s Southern Coast. 

November  

The food issue: Our 10th-anniversary edition of 

Canada’s Best New Restaurants, new trends in 

the restaurant world and more. 

December 

Travel: Extreme winter fun in Yellowknife. 

Plus: The coolest ski destinations.

Line-up is subject to change.

EDITORIAL LINE-UP 2011

Highlights 

• Great North American weekends 
featured in every issue 

• Fashion to appear twice, Spring 
and September

• Style spreads (accessories, bags, 
shoes) to appear in Passport in 
other key fashion months 

Editorial line-up 2011
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Double-Page Spread* 
Ad Size: 18 x 10.875 
With Bleed: 18.25 x 11.125 
Type Safety Area: 17.5 x 10.375 
Non-Bleed Ad Size: 17.5 x 10.375 

Full Page 
Ad Size: 9 x 10.875 
With Bleed: 9.25 x 11.125 
Type Safety Area: 8.5 x 10.375 
Non-bleed Ad Size: 8.5 x 10.375  

1/2 Page Spread*
Ad Size: 18 x 5.375 
With Bleed: 18.25 x 5.625 
Type Safety Area: 17.5 x 4.875 
Non-bleed Ad Size: 17.5 x 4.875

1/2 Page Horizontal 
Ad Size: 9 x 5.375  
With Bleed: 9.25 x 5.625 
Type Safety Area: 8.5 x 4.875 
Non-bleed Ad Size: 8.5 x 4.875 

1/2 Page Vertical 
Ad Size: 4.375 x 10.875 
With Bleed: 4.625 x 11.125 
Type Safety Area: 3.875 x 10.375 
Non-bleed Ad Size: 3.875 x 10.375

1/3 Page Horizontal 
Ad Size: 9 x 3.5 
With Bleed: 9.25 x 3.75 
Type Safety Area: 8.5 x 3 
Non-bleed Ad Size: 8.5 x 3 

1/3 Page Vertical 
Ad Size: 3.111 x 10.875 
With Bleed: 3.361 x 11.125 
Type Safety Area: 2.611 x 10.375 
Non-bleed Ad Size: 2.611 x 10.375

1/6 Page Horizontal 
Ad Size: 9 x 2.25 
With Bleed: 9.25 x 2.5 
Type Safety Area: 8.5 x 1.75 
Non-bleed Ad Size: 8.5 x 1.75

*For advertising spreads, please leave 0.375” type safety on either side of the gutter.

File Requirements:
PDF/X1 with fonts embedded, all images saved in CMYK.

Ad File Details:
Font:  Minimum 6 pt type font, Minimum 8 pt reverse type font.

Rules: Do not use any hairline rules.

Black Rules: 1/4 point minimum.

Colour Rules: 1/2 point minimum.

Photos: 300 dpi, CMYK mode. Maximum density should not exceed 300.

Colours: CMYK colours only. NO PANTONE COLOURS!

Crop Marks: Crop & registration marks and colour bars must be offset by .25”.

Rich Blacks: Use 100K combined with 40C to provide rich black.

Trapping: Do not perform trapping. Printer will perform trapping.

Proof: Specifications for Web Offset Publications (SWOP) certified colour proof 
is required. Proofs should include colour bars with 25%, 50%, 75% and solid areas 
for each colour. Proofs should be at 100% size of file submitted, and include bleeds 
and trims.

Spafax Canada will not be responsible for colour or any other deviation from 
original file without a SWOP colour proof supplied by advertiser. 

Delivery Procedures:
All advertising material is coordinated through our National Sales office and
should be delivered to:

Spafax Canada
1179 King Street West, Suite 101
Toronto, ON    M6K 3C5
Phone: 416.350.2432
Attention: Mary Shaw, Production Manager

Files can be delivered electronically to our pre-press FTP site. When an ad file is 
transmitted electronically, a high-quality colour proof is still required. Proof to 
be delivered to address above. Please compress all files prior to transmission to 
minimize potential corruption errors.

Address: 198.235.57.16
User Name: spafaxads
Password: rds031
Folder: En_Route_Magazine_Ads 

Upon posting ad file to FTP site, please e-mail the file name and low-res 
PDF (for placement only) to mshaw@spafax.com.

If you have any problems or questions, please contact:
Mary Shaw, 416.350.2426, mshaw@spafax.com 

Note: All measurements are in inches.

TECHNICAL SPECIFICATIONS
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Executive First Menu

Passengers in Air Canada’s 
Executive First® Class experience 
the maximum level of comfort, 
privacy and space in terms of travel. 
They are an extremely affluent 
group that is very hard to target. 
With Air Canada’s Executive First 
Menu, marketers now have the 
opportunity to stand out with 
this audience through this highly 
exclusive ad position.

•	 Exclusive opportunity to reach 
Air Canada’s Executive First passengers (average fare price: $10,000!)

•	 250,000 copies of the menu distributed per quarter
•	 Exclusive opportunity for one advertiser only per menu  

Cycle 	 Quarterly

Position 	 FP4C – Inside Back Cover

Rate 	 $19,900 gross

Rate subject to change.

Specifications 

Ad Size:	 5.25 x 10 

With Bleed: 	 5.5 x 10.25 

Type Safety Area: 	 4.75 x 9.5 

Non-bleed Ad Size: 	 4.75 x 9.5  

Note: All measurements are in inches.

Please see Print Advertising Technical Specifications (page 8) for additional requirements  
and delivery procedures.

EXECUTIVE FIRST MENU
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CBC AM/PM Daily News - Bilingual 

Featuring the top international news stories, refreshed twice daily by the CBC and RDI, in English  
and French. Segment sponsorship is available.

AM & PM News is comprised of the following segments:

•	 News	 • Arts & Entertainment
•	 Business News	 • Current Affairs
•	 Sports	 • Weather

Sponsored segments are available; sponsors receive a :10sec introductory tag in addition to their 
commercial spot heading into the sponsored segment.

Commercial spots*:

Cycle 	 Weekly (English)	 Weekly (French)

:60 Rate 	 $9,500 gross, per week	 $2,500 gross, per week

:30 Rate 	 $5,500 gross, per week	 $1,500 gross, per week

:15 Rate 	 $4,250 gross, per week	 $1,000 gross, per week

Sponsorships (includes :10sec billboard)*:

Cycle 	 Weekly (English)	 Weekly (French)

1st segment - Business 	 $3,000 gross, per week	 $1,250 gross, per week

2nd segment - Sports 	 $2,500 gross, per week	 $1,000 gross, per week

3rd segment - Arts & Entertainment 	 $2,000 gross, per week	 $750 gross, per week

4th segment - Current Affairs 	 $1,500 gross, per week	 $500 gross, per week

5th segment - Weather 	 $1,500 gross, per week	 $500 gross, per week

• Sponsorships must be accompanied by a commercial spot.
• Billboard production is available upon request (additional fees will apply).
• Exclusivity available based on a 15% premium.

Please contact your Spafax National Account Manager for more details.

Daily News Technical Specifications  

Material is due 1 week in advance

CBC DAILY NEWS

Digital delivery specs
16 : 9 Aspect Ratio with 4 : 3 protected
Resolution: 1280 x 720 (Max) / 720 x 480 (Min)
30 frames per second

Acceptable formats: .mov, .mpeg
For other formats please confirm in advance.

Upload files to:
Address: ftp2.spafax.com
Username: avod
Password: sf854bc

Tape delivery specs
Beta SP Tape with DVD Screener
16 : 9 Aspect Ratio with 4 : 3 protected
30 frames per second
Anamorphic compression

Deliver to:
Spafax Canada, 1179 King Street West,
Suite 101, Toronto, ON  M6K 3C5

Attention: Mary Shaw, Production Manager
416.350.2426, mshaw@spafax.com

*Rates subject to change
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enRoute on Demand Television and Movies 

Air Canada’s seatback AVOD system offers a wide variety of television and movie programming: 
100 hours of television content and up to 48 movies every month. 

Television Channels Include*:

CBC/Radio Canada, Tech Report, HBO, Comedy, Drama, W Network, Health & Wellness, Travel, 
Science & Nature, Classic TV, Music, Kids, History and Sports

Movie Channels Include*:

Hollywood, Family, Silver Screen Classics, Avant-Garde, Canadian, Contemporary, World and 
Franco Cinema

Cycle 	 Calendar month

:60 Rate 	 $18,000 gross, per bundle

:30 Rate 	 $9,500 gross, per bundle

:15 Rate 	 $7,000 gross, per bundle

:10 Rate 	 $5,700 gross, per bundle

Rates subject to change.
*Channels subject to change

Bundles are comprised of commercials scheduled in front of approximately 10 television pro-
grams and 4 movies. Each bundle represents approximately 8% of the broadcast inventory. 

Material Due Dates		

Month	 Ad Closing	 Material Deadline	

January	 October 29, 2010	 November 8, 2010

February	 November 30, 2010	 December 7, 2010	

March	 December 23, 2010	 January 6, 2011

April	 January 31, 2011	 February 7, 2011	

May	 February 28, 2011	 March 7, 2011

June 	 March 31, 2011	 April 6, 2011	

July 	 April 29, 2011	 May 6, 2011

August	 May 31, 2011	 June 7, 2011	

September	 June 30, 2011	 July 6, 2011

October	 July 29, 2011	 August 8, 2011	

November 	 August 31, 2011	 September 7, 2011

December 	 September 30, 2011	 October 5, 2011

enRoute on Demand Technical Specifications  

ENROUTE ON DEMAND

Digital delivery specs
4 : 3 Aspect Ratio
Resolution: 720 x 486, 720 x 480 or 640 x 480
30 frames per second

Acceptable formats: .mov, .mpeg
For other formats please confirm in advance.

Upload files to:
Address: ftp2.spafax.com
Username: avod
Password: sf854bc

Tape delivery specs
Beta SP Tape with DVD Screener
4 : 3 Aspect Ratio
30 frames per second
Anamorphic compression

Deliver to:
Spafax Canada, 1179 King Street West,
Suite 101, Toronto, ON  M6K 3C5

Attention: Mary Shaw, Production Manager
416.350.2426, mshaw@spafax.com
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enRoute on Demand Channel Sponsorships

• Television and movie channels available
• Logo appears on channel button, in enRoute, and on enroute.aircanada.com
• :5 tag prior to each program on channel included 

Cycle 	 Quarterly

Rate 	 $50,000 gross, per quarter

Rate subject to change.

Please contact your Spafax National Account Manager for more details.

Channel and System Sponsorship Due Dates

Period (Start)	 Ad Closing	 Material Deadline

Q1 (January)	 October 21, 2010	 November 10, 2010

Q2 (April)	 January 21, 2011	 February 10, 2011

Q3 (July)	 April 21, 2011	 May 10, 2011

Q4 (October)	 July 21, 2011	 August 10, 2011

Channel Sponsorship Technical Specifications  

ENROUTE ON DEMAND

Digital delivery specs
4 : 3 Aspect Ratio
Resolution: 720 x 486, 720 x 480 or 640 x 480
30 frames per second

Acceptable formats: .mov, .mpeg
For other formats please confirm in advance.

Upload files to:
Address: ftp2.spafax.com
Username: avod
Password: sf854bc

Tape delivery specs
Beta SP Tape with DVD Screener
4 : 3 Aspect Ratio
30 frames per second
Anamorphic compression

Deliver to:
Spafax Canada, 1179 King Street West,
Suite 101, Toronto, ON  M6K 3C5

Attention: Mary Shaw, Production Manager
416.350.2426, mshaw@spafax.com
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Safety Video

The Safety Video is broadcast prior to takeoff on all video-equipped planes, airing on over 
68,000 flights per quarter. Sponsors receive a 30-second commercial spot immediately 
following the program, reaching more than 7,800,000 passengers each cycle.

Cycle 	 Quarterly

:30 Rate 	 $150,000 gross, per quarter

Note 1: 	 Creative cannot be changed or removed once duplicated for the Safety Video 
cycle due to extremely high production costs.

Note 2: 	 Due to governmental safety regulations, only instrumental music can be 
used as part of the creative (i.e., no spoken words). 

Note 3: 	 Audio playback of Safety Video is broadcast throughout the cabin via the 
personal address system, thus passengers do not require the use of head-
sets in order to hear the program.

Safety Video Due Dates

Period (Start)	 Ad Closing	 Material Deadline

Q1 (January)	 October 19, 2010	 October 26, 2010

Q2 (April)	 January 19, 2011	 January 26, 2011

Q3 (July)	 April 19, 2011	 April 26, 2011

Q4 (October)	 July 19, 2011	 July 26, 2011

enRoute on Demand Television and Movies
System Sponsorship 

In addition to advertising opportunities with television and movie programming, reach this audi-
ence of influential decision-makers and affluent consumers prior to each flight as presenting 
sponsor of the enRoute on Demand network.
•	 A :30 commercial spot plus :10 slate to be forced through the AVOD system to all pas-

sengers at the beginning of each Air Canada Flight
•	 No earphones are required to hear the spot – connect with every passenger!
•	 Over 2.5 million passengers per month – exclusive opportunity for one advertiser 

Cycle 	 Quarterly

:30 	 Ad 

:10 	 Sponsorship Billboard 

Please contact your Spafax National Account Manager for more details.

Safety Video and System Sponsorship Technical Specifications  

SAFETY VIDEO & SYSTEM SPONSORSHIP

Digital delivery specs
16 : 9 Aspect Ratio
Resolution: 1280 x 720 (Max) / 720 x 480 (Min)
30 frames per second

Acceptable formats: .mov, .mpeg
For other formats please confirm in advance.

Upload files to:
Address: ftp2.spafax.com
Username: avod
Password: sf854bc

Tape delivery specs
Beta SP Tape with DVD Screener
16 : 9 Aspect Ratio
30 frames per second
Anamorphic compression

Deliver to:
Spafax Canada, 1179 King Street West,
Suite 101, Toronto, ON  M6K 3C5

Attention: Mary Shaw, Production Manager
416.350.2426, mshaw@spafax.com

Rate subject to change.
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enroute.aircanada.com

A one-stop shop for travellers in the know. With exclusive web content, a searchable database 
of award-winning enRoute magazine content, travel essentials from retail partners and much 
more, this site is destined to be the go-to source for all that is required to make the most of 
every trip, big or small. enroute.aircanada.com can be accessed directly from aircanada.com—
one of Canada’s biggest retail sites. 

The addition of enRoute online to Air Canada’s media offerings will give advertisers another 
opportunity to reach a motivated, upscale and affluent audience.

Leaderboard 	 $25/CPM (Gross)

Big Box	 $35/CPM (Gross)

Skyscraper 	 $25/CPM (Gross)

Targeting	 Add 15% premium

Sponsorship	 Available on request

Rate subject to change.

enroute.aircanada.com Due Dates

Ad Closing	 2 weeks prior to start of campaign

Material Due	 7 days prior to start of campaign

enroute.aircanada.com Specifications

	 Standard (in page)	 Rich Media (in page)	 Expandable Ads*
Leaderboard (728x90)	 20K max GIF or JPEG	 40K max SWF	 Expand down
		  (back-up GIF or JPEG 	 728x180

		  must also be supplied)

Big Box (300x250)	 20K max GIF or JPEG	 40K max SWF	 Expand to left
		  (back-up GIF or JPEG 	 600x250
		  must also be supplied)

Skyscraper (160x600)	 20K max GIF or JPEG	 40K max SWF	 Expand to left
		  (back-up GIF or JPEG 	 320x600
		  must also be supplied)

*Expandable only on user interaction. If expanding on roll-over, retract on roll-off. If expanding on click, retract by using 
 ‘close x’ box.   

Please contact your Spafax National Account Manager for information on unique creative 
executions.

•	 Animation has a 15 second limit, at an 18 fps frame rate. 
•	 Audio must be user-initiated. 
•	 Please include destination URL with ad material; URL must be active by material submission 

date and may not be part of the creative.
•	 3rd-party tags or clickTAGs are permitted. 
•	 Ads may not employ persistent rapid “blinking” animation effects. 
•	 Alt text is to be supplied with creative.

Note: All ad material is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its 
discretion and will be indemnified from any claims by advertisers.

E-mail creative to: digital@spafax.com (Mary Shaw, Production Manager, 416.350.2426)

ENROUTE.AIRCANADA.COM
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aircanada.com
Among the leading Canadian travel sites on the Internet, the aircanada.com website provides 
news, information and specials to the airline’s frequent flyers. Aircanada.com is the website  
for everything Air Canada – and the best place for Aeroplan members to conduct business on-
line with the airline. Campaigns can travel 
in rotation on five high-volume pages with 
over ten million page views per month.

Special Feature 	$80/CPM (Gross)

Leaderboard 	 $40/CPM (Gross)

Big Box	 $40/CPM (Gross)

Skyscraper	 $40/CPM (Gross)

Half Banner	 $40/CPM (Gross)

Button	 $20/CPM (Gross)

Targeting	 Add 15% premium

Minimum Buy	 100,000 impressions

Rate subject to change.

aircanada.com Due Dates

Ad Closing	 2 weeks prior to start of campaign
Material Due	 7 days prior to start of campaign

aircanada.com Specifications

Special Feature 
Headline: 	 32 characters max

Copy: 	 36 characters per line including spaces, 5 lines max

Image or logo:	 125x125, 10K max, GIF or JPEG, no looping

	 Standard	 Rich Media
Button	 125x125, 15K max, GIF or JPEG	 40K max, SWF (back-up GIF or JPEG 	

		  must also be supplied)

Leaderboard	 728x90, 20K max, GIF or JPEG	 40K max, SWF (back-up GIF or JPEG 	

		  must also be supplied)

Big Box	 300x250, 20K max GIF or JPEG	 40K max SWF (back-up GIF or JPEG 

		  must also be supplied)

Half Banner	 234x60, 15K max, GIF or JPEG	 40K max, SWF (back-up GIF or JPEG 	

		  must also be supplied)

Skyscraper	 160x600, 20K max, GIF or JPEG	 40K max, SWF (back-up GIF or JPEG 	

		  must also be supplied)

•	 Animation has a 15 second limit, at an 18 fps frame rate. 
•	 Audio must be user-initiated. 
•	 Please include destination URL with ad material; URL must be active by material submission 

date and may not be part of the creative.
•	 3rd-party tags or clickTAGs are permitted. 
•	 Ads may not employ persistent rapid “blinking” animation effects. 
•	 Alt text is to be supplied with creative. 

Note: All ad material is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its 
discretion and will be indemnified from any claims by advertisers.

E-mail creative to: digital@spafax.com (Mary Shaw, Production Manager, 416.350.2426)

AIRCANADA.COM
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aircanada.com Processing Pages

In addition to standard display opportunities on one of Canada’s largest traffic-generating 
sites, aircanada.com now offers a very targeted and exclusive advertising position tied to flight 
searches.  Processing page ads are served exclusively with every flight search while the system 
processes each consumer’s flight search. 

•	 Over 7 million flight searches per month on aircanada.com
•	 Have your ad served in this unique full screen “takeover” position with each flight search

Rate 	 $75/CPM (Gross)

Rates subject to change.

aircanada.com Processing Pages Specifications

Specifications	 552x393, 40K max, GIF or JPEG.

	 Image will not be clickable.

	 Creative files are to be submitted; third-party image tags will not be accepted. 

AIRCANADA.COM PROCESSING PAGES

Have your ad served
exclusively with flight 

searches.
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Web Check-In

With Web Check-In, marketers have the exclusive opportunity to connect with each and every 
passenger checking in for flights online. This continues to be one of the fastest growing consumer 
touchpoints in the world of air travel with user numbers increasing every month. 

•	 Exclusive opportunity – 1 advertiser per quarter / 3-month block
•	 500,000 Web Check-Ins per month and growing
•	 More than 1,200,000 impressions monthly 

Cycle 	 Quarterly

Rate 	 $126,000 gross (3 months)

Rates subject to change.

Web Check-In Specifications

Web Check-in Welcome page 
Ad placement – 728x60, non-clickable banner  
with a travel tip. Please supply:

Logo: 	 max size: 3” x 2” @72 DPI; gif or jpeg 
on a transparent background

Copy (tagline): 	 maximum of 75 characters 
(with spaces), English and French

Note: The logo and tagline will be placed under a travel tip. 
There are several stock travel tips that are available. 
However, if you wish to provide your own, they must be 
generic and not destination-specific. The tips must be no 
longer in length than 105 characters including spaces. All 
travel tips must be approved by Air Canada prior to the 
start of the campaign.

Web Check-in Thank-you page 
Ad placement – 300x250, clickable big box. Please supply:

Big Box creative:	 300x250 as gif or jpeg (flv or swf are not permitted), 
40K max size. English and French to be supplied

•	 Creative files are to be submitted; third-party image tags will not be accepted. 
•	 Animation has a 15 sec limit, 3 loops max. 
•	 Please include destination URL with ad material; clickTAGs are permitted. 
•	 URL must be active by material submission date and may not be part of the creative. 
•	 Alt text is to be supplied with creative.

OR if you choose, big-box creative can be produced for you. Please supply:

Logo: 	 max size: 3” x 2” @72 DPI; gif or jpeg on a transparent background

Copy (tagline): 	 maximum of 75 characters (with spaces), English and French

Note: The logo and tagline will appear under a travel tip. There are several stock travel tips that are available. However, 
if you wish to provide your own, they must be generic and not destination-specific. The tips must be no longer in 
length than 105 characters including spaces. All travel tips must be approved by Air Canada prior to the start of the 
campaign.

WEB CHECK-IN
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Web Check-in Reminder Email

24 hrs prior to a flight, Air Canada passengers are prompted to use Web Check-in via a per-
sonalized email. With highly visible ad position, advertisers can have their message adjacent 
to the passenger’s critical flight information. The WCI Reminder Email is deployed to more 
than 220,000 Air Canada travellers weekly and with an average open rate of 70% your ad will 
impact a significant number of consumers.

Cycle 	 Weekly

Rate 	 $13,125 gross*

*Based on a minimum of 175,000 emails.
Rate subject to change.

Reminder Email Specifications

Skyscraper:	 160x600 as gif or jpeg 20K max size.

•	 Creative files are to be submitted; third-party image tags will not be accepted. 
•	 Please include destination URL with ad material; clickTAGs are permitted. 
•	 Animated GIFs are to have no more than 3 loops. 
•	 Flash creative will not be accepted.
•	 Ads may not employ persistent rapid “blinking” animation effects.

Printed Boarding Pass

Once an Air Canada passenger has completed the Web Check-in process from their computer 
they are prompted to either choose a mobile boarding pass or a printed boarding pass. 
 
More than 1,000,000 impressions every month!

Now your message can travel with them for the duration of their flight cycle.
 
Cycle 	 Monthly
Rate 	 $60,000 gross
Rate subject to change.

Boarding Pass Specifications

Ad placement:	 650x90 as gif or jpeg 20K max size.

•	 Creative files are to be submitted; third-party image tags will not be accepted. 
•	 Please include destination URL with ad material; clickTAGs are permitted. 
•	 URL must be active by material submission date and may not be part of the creative.

REMINDER EMAIL
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onAir – Air Canada’s Monthly E-zine

onAir is a monthly e-zine delivered electronically to Air Canada passengers in Canada and the 
U.S. We highlight unique destinations and experiences, active lifestyles, the glamour of travel, and 
we constantly strive to bring fresh travel ideas to our savvy readers.  

In 2006, onAir won six Magnum Opus awards in addition to winning Silver in the Travel category 
at the W3 Awards. In 2005, onAir was named the Best New Publication in the Web category at 
the Custom Publishing Council’s Pearl Awards.

Advertising with onAir creates an instant and direct “Call to Action” every month. 

Cycle	  	 Monthly, 1st Monday of every month

Subscribers	 3,400,000 delivered e-mails per month

		  East: 	 1,200,000

		  West: 	 967,000

		  National: 	700,000

		  French: 	 290,000

		  U.S.: 	 245,000

Advertorial (2 available)	 $25/CPM (Gross)	

Banner (1 available)	 $5/CPM (Gross)	

Square Button (2 available)	 $5/CPM (Gross)	

Skyscraper (2 available)	 $15/CPM (Gross)	

Big Box (2 available)	 $15/CPM (Gross)	

Rates subject to change.

Geo-targeting available. Contact your National Account Manager for details. 

onAir E-zine 2011 Closing Dates

Issue Date	 Ad Closing	 Advertorial Materials	 Ad Material Due

January 10, 2011 	 December 6, 2010	 December 9, 2010	 December 14, 2010

February 7, 2011	 January 10, 2011	 January 13, 2011	 January 18, 2011	

March 7, 2011	 February 7, 2011	 February 10, 2011	 February 15, 2011

April 4, 2011	 March 7, 2011	 March 10, 2011	 March 15, 2011	

May 2, 2011	 April 1, 2011	 April 6, 2011	 April 11, 2011

June 6, 2011	 May 6, 2011	 May 11, 2011	 May 17, 2011	

July 4, 2011	 June 6, 2011	 June 9, 2011	 June 14, 2011

August 1, 2011	 July 4, 2011	 July 7, 2011	 July 12, 2011	

September 5, 2011	 August 8, 2011	 August 11, 2011	 August 16, 2011

October 3, 2011	 September 2, 2011	 September 8, 2011	 September 13, 2011	

November 7, 2011	 October 7, 2011	 October 13, 2011	 October 18, 2011

December 5, 2011	 November 7, 2011	 November 10, 2011	 November 15, 2011

ONAIR 
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onAir Specifications

Advertorial
	 Headline:	 18 characters per line, 2 lines max

	 Body copy:	 200 characters max (inc. spaces), in English & French as a Word doc

	 Logo:	 115x100, 7K max, GIF or JPEG

	 Image:	 170x140, 10K max, GIF or JPEG

Banner	 468x60, 15K max, GIF or JPEG
Square Button	 125x125, 15K max, GIF or JPEG
Skyscraper	 160x600, 20K max, GIF or JPEG
Big Box	 300x250, 20K max, GIF or JPEG

•	 Creative files are to be submitted; 3rd-party image tags will not be accepted. 
•	 Please include destination URL with ad material; clickTAGs are permitted.
•	 URL must be active by material submission date and may not be part of the creative.
•	 Animated GIFs are to have no more than 3 loops.
•	 Flash creative will not be accepted.
•	 Ads may not employ persistent rapid “blinking” animation effects.
•	 Alt text is to be supplied with creative.

Note: onAir and webSaver (see page 20) are distributed in three versions: English Canada, French Canada and English USA. 

Note: All ad material is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its 
discretion and will be indemnified from any claims by advertisers. 

E-mail creative to: 
digital@spafax.com (Attention: Mary Shaw,Production Manager, 416.350.2426)

ONAIR
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webSaver – Air Canada’s Weekly E-newsletter

Air Canada’s weekly e-bulletin puts the latest hot offers on flights and hotels – not to mention 
your message – on the screens of over 2,800,000 subscribers. 

In addition to a tremendous click-through rate, webSaver creates a direct and instant “Call to 
Action” delivered every week to affluent Air Canada customers. 

Cycle	 Weekly, every Wednesday

Subscribers	 3,000,000 delivered emails per week

		  Toronto: 	 713,000

		  Vancouver: 	300,000

		  Montreal: 	 140,000

		  National: 	 1,400,000

		  French: 	 260,000

		  U.S.: 	 245,000

Skyscraper	 $15/CPM (Gross)

Big Box	 $15/CPM (Gross)

Half Banner (2 available)	 $5/CPM (Gross)	

Rates subject to change.

Geo-targeting available. Contact your National Account Manager for details. 

webSaver Closing Dates

Published	 Weekly, every Wednesday

Ad Closing (Booking)	 2 weeks prior

Material Due	 7 days prior 

webSaver Specifications

Skyscraper	 160x600, 20K max, GIF or JPEG

Big Box	 300x250, 20K max, GIF or JPEG

Half Banner	 234x60, 15K max, GIF or JPEG

•	 Creative files are to be submitted; 3rd-party image tags will not be accepted. 
•	 Please include destination URL with ad material; clickTAGs are permitted.
•	 URL must be active by material submission date and may not be part of the creative.
•	 Animated GIFs are to have no more than 3 loops.
•	 Flash creative will not be accepted.
•	 Ads may not employ persistent rapid “blinking” animation effects.
•	 Alt text is to be supplied with creative.

Note: onAir and webSaver are distributed in three versions: English Canada, French Canada and English USA.  All ad mate-
rial is subject to Air Canada approval. Air Canada reserves the right to remove any or all advertising at its discretion 
and will be indemnified from any claims by advertisers. 

E-mail creative to: 
digital@spafax.com (Attention: Mary Shaw,Production Manager, 416.350.2426)

WEBSAVER
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Newspaper Tip-ons and Inserts

Passengers in Air Canada’s Executive Class® and Executive First® receive a range of daily 
newspapers, from national publications (The Globe and Mail, The Toronto Star) to local 
Postmedia papers and French-language dailies (Le Devoir, La Presse). Tip-ons and inserts put 
you directly in the hands of these travellers. Distribution is executed on a weekly basis and by 
newspaper title, affording you creative latitude and timing flexibility. 

Cycle	 1 week

Circulation	 88,067 (all papers, all markets) 

Rate  	 $450/CPM (gross) + $0.08 (net) per unit production

Newspapers	 The Globe and Mail, Le Devoir, La Presse, Ottawa Citizen, 
Calgary Herald, Edmonton Journal, The Vancouver Sun,  
The Province, Winnipeg Free Press

English

The Globe and Mail	 The Toronto Star	 Postmedia Papers	 WinnipegFree Press

Vancouver	 8,880	 --	 5,550	 --

Calgary	 3,328	 --	 1,676	 --

Edmonton	 1,216	 --	 608	 --

Halifax	 2,800	 --	 1,025	 --

Montreal	 7,354	 --	 5,421	 --

Ottawa	 1,650	 --	 1,500	 --

Toronto	 26,630	 13,220	 --	 --

Winnipeg	 560	 --	 --	 280

Total/Paper	 52,418	 13,220	 15,780	 280

Total English	 81,698
Note: Quantities subject to change.	

French

	 La Presse/Le Devoir

Vancouver	 --

Calgary	 --

Edmonton	 --

Halifax	 --

Montreal	 6,344

Ottawa	 --

Toronto	 --

Winnipeg	 --

Total/Paper	 6,344

Total French	 6,344

NEWSPAPERS
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Technical Specifications  

Newspaper Tip-ons:

Positioning:	 Glued to front page of newspaper above the fold

Paper Stock:	 80 lbs coated, min: 50 lbs coated

Size:	 Max: 8.5” x 10” folded, 
8.5” x 20” flat

Weight: 	 Max: 30 grams

Glue:	 Pre-glued with repositionable 
(low-tack) adhesive

Newspaper Inserts:

Positioning:	 Inserted within the newspaper 
between sections

Paper Stock:	 Max: 80 lbs coated

Size:	 8.5” x 11” (folded), four pages

Weight:	 Max: 80 grams

Material Due Date: 	 Please check with your 
National Account Manager. 
Materials due two weeks prior 
to distribution. 

Note: All insert materials must be approved by Air Canada before 
insertion. 

For approval, please send a mock-up on final stock 
plus PDF of artwork to: 

Spafax Canada
1179 King Street West, Suite 101
Toronto, ON  M6K 3C5

E-mail creative to: 
digital@spafax.com (Attention: Mary 
Shaw,Production Manager, 416.350.2426)

For delivery addresses and procedures, please contact your National Account Manager.

NEWSPAPERS
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Meal-Tray Tent Cards 

Meal-tray tent cards can target a specific destination city or departure location. Meal-tray tent 
cards can be directed to Executive Class on most flights, while Economy Class distribution is 
only available on international flights. 

Cycle:	 Calendar month

Reach:	 Route-specific (call for details)

Rate:	 $450/CPM (gross) + $0.08 (net) per unit production

Rates subject to change.

Note: Spafax does not produce tent cards. Tent cards must be provided pre-folded to specifications. 
Air Canada meal-tray tent card advertising must be bilingual (English/French).

Meal-Tray Tent Cards Technical Specifications

Dimensions Flat: 	 3.5” W x 4” H 

Dimensions Folded: 	 3.5” W x 2” H – MUST BE SUPPLIED FOLDED

Colour: 	 Four-colour process

Note: Air Canada approval required. Artwork (printed proof or PDF) must be provided to Spafax eight weeks prior to 
execution date to obtain Air Canada approval. For delivery addresses, please contact your National Account Manager.

Additional Opportunities

Sampling

Product sampling is available inflight or in the Maple Leaf TM Lounges and must be part of an 
integrated multimedia campaign. Samples can be either handed out by flight attendants or 
distributed on meal trays, subject to Air Canada approval.

Maple Leaf Lounges

With a minimum media spend, advertisers may schedule a presence in the lounges where they 
can benefit from product sampling and brand awareness promotions. 

Title sponsorship opportunities are available, similar to the Hewlett Packard Business Centres, 
the Sony Entertainment Area or the BMW Lounge.

Locations include Vancouver, Calgary, Edmonton, Regina, Winnipeg, Toronto, Ottawa, 
Montreal,Quebec City, Halifax, St. John’s, Los Angeles and London (Heathrow). 

More than 2.5 million affluent and influential passengers visit the lounges annually.

Custom Opportunities

Spafax has the capability of sourcing and producing custom-designed programming to 
complement your campaign. Contact your National Account Manager for details.

TENT CARDS AND OTHER OPPORTUNITIES



1.1 Application
(a)	 Every Agreement shall be subject to the 

following Terms & Conditions. 
(b)	 Spafax is not bound by any condition, printed 

or otherwise, appearing on contracts, Insertion 
Orders or copy instructions that are in conflict 
with the Terms & Conditions set out herein. 

1.2 Definitions and Interpretations
(a)	 “Advertisement” – includes any commercial, ad, 

flyer, poster, insertion, announcement picture, 
photograph, digital media, product sample, 
recording, pamphlet, printed material or other 
promotional material referred to in the Insertion 
Order. 

(b)	 “Advertisement Materials” – includes all videos, 
photographs, recordings, product samples, 
printed and other promotional materials 
required by Spafax to Exhibit Advertisements.

(c)	 “Advertiser” – includes any person, company, 
corporation, partnership or other business entity 
entering into an Insertion Order with Spafax.

(d)	 “Agreement” – means the Insertion Order 
executed by Spafax and an Advertiser including 
the Terms & Conditions set out herein. 

(e)	 “Campaign Dates” – means the period of 
Exhibition of the Advertisement(s).

(f)	 “Exhibit” – means the placement, publication, 
printing, showing, broadcasting, insertion or 
distribution of any or all of the Advertisers’ 
advertisement(s) in accordance with the 
Insertion Order.

(g)	 “Material Due Date” – means the date upon 
which all Advertising materials must be 
submitted to Spafax in accordance with the 
Insertion Order.

(h)	 “Rate Card” – means the Advertisement pricing 
list published by Spafax.

(i)	 “Spafax” – means Spafax Canada Inc.

1.3	 Spafax shall Exhibit Advertisement(s) in 
accordance with the terms and provisions ofthis 
Agreement. 

1.4	 There are not and will not be any verbal 
statements, representations, warranties, 
undertakings or agreements between the parties 
with respect to this Agreement. 

1.5	 This Agreement may not be amended or modified 
by the Advertiser in any respect except by written 
instrument signed by the Advertiser and Spafax. 

1.6	 No waiver or modification of any of the terms 
of this Agreement shall be valid unless the 
same is reduced to writing and signed by the 
parties hereto.

1.7	 The Advertiser shall, prior to the Material Due 
Date stipulated in the Insertion Order, deliver all 
Advertisement materials to the following address:

	 Spafax Canada Inc.
	 1179 King Street West, Suite 101
	 Toronto, ON M6K 3C5
	 Attention: Production Manager

1.8	 Spafax cannot guarantee priority positioning or 
quality-control checking for any Advertisement 
materials received after the Material Due Date 
stipulated in the Insertion Order.

1.9	 All Advertisement materials shall be submitted to 
Spafax in a form specified by Spafax from time to 
time.

1.10	 All Advertisements must be delivered to Spafax 
free and clear of all charges, including courier, 
delivery and shipping fees.

1.11	 The Advertiser warrants that the Advertiser has 
the right and is authorized by law to Exhibit all 
Advertisement(s) contracted for in the Insertion 
Order.

1.12	 Advertisers and advertising representatives are 
wholly responsible for content materials contained 
in Advertisement. The Advertiser agrees to 
reimburse and compensate Spafax for any legal 
and court costs incurred in the event of a lawsuit 
or proceeding that may result due to the content of 
aforementioned Advertisement(s).

1.13	 The Advertiser warrants that the Advertisement(s) 
are not obscene, libellous,blasphemous or 

offensive to any religion or culture. The Advertiser 
warrants that all commercial materials meet 
the Television and Broadcasting Associations 
standards and adhere to their code of practice.

1.14	 Spafax reserves the right to refuse or delay any 
advertisement for any reason, and/or to make any 
necessary corrections and/or revisions without 
notice to the Advertiser. Spafax will not be held 
responsible for content of any advertisement 
received that requires 
translation.

1.15	 The Advertiser has the right to replace and/
or change any Advertisement referred to in the 
Insertion Order prior to the Material Due Date. 

1.16	 Spafax reserves the right to add the word(s) 
“advertisement” or “Advertising supplement”to the 
top or bottom of Advertisements, paid or sponsored 
content, that could be confused with Spafax’s 
editorial content or programming.

1.17	 Advertisements published in editorial form will be 
clearly noted as a paid advertisement.

1.18	 The Advertiser acknowledges and agrees that 
Advertisements may be Exhibited on alternative 
dates and times than those set out in the Insertion 
Order. 

1.19	 Spafax will not keep or store any original 
advertising material after one month of the last 
date of Exhibition.

1.20	 No discount will be given in the event of an error 
in Advertisement that does not affect or influence 
the content of the Advertisement. In the event that 
Spafax is responsible for an error in the Exhibition 
of an Advertisement, the Advertiser will be eligible 
to have the aforementioned Advertisement 
Exhibited again, in accordance with the original 
Insertion Order at a new time to be determined by 
Spafax.

1.21	 All information contained within is subject to 
change without notice. Please contact your 
National Account Manager for the most current 
information.

1.22	 All payments are to be made payable to the office 
of publication, as set out in the Insertion Order, in 
Canadian funds. 

1.23	 The Advertiser agrees to pay all invoices within 
thirty (30) days of issue. If invoices are not paid 
within thirty (30) days, Advertisers will be charged 
2.5% interest per month thereafter.Spafax reserves 
the right to terminate the Agreement at any time 
upon default by the Advertiser in the payment of 
any amounts due or owing under the Agreement. 

1.24	 In the event that the Advertisement materials are 
not delivered to Spafax in accordance with the 
Agreement, the Advertiser will remain liable for 
all amounts due and owing under the terms of the 
Insertion Order.

1.25	 Notwithstanding any contract or arrangement 
between the Advertiser and any third party, the 
Advertiser is deemed to enter into the Insertion 
Order as a principal and shall be liable to Spafax 
for the performance of all obligations set out in 
this Agreement including, without any limitation, 
the payment of all sums of money incurred, due 
and owing by the Advertiser pursuant to this 
Agreement.

1.26	 This Agreement may be terminated by either party 
by giving 2 months notice in writing prior to the 
first Campaign Date as set out in the Insertion 
Order. No cancellations will be accepted after the 
ad space closing date.  

1.27	 Insertion Orders contracting space for covers and 
special positions are non-cancellable. 

1.28	 This Agreement shall be governed, construed and 
enforced exclusively in accordance with the laws of 
the Province of Ontario. The parties hereto hereby 
irrevocably attorn to the jurisdiction of the Courts of 
the said province.

 

Contacts 

Spafax Canada Inc.

TORONTO
1179 King Street West, Suite 101 
Toronto, ON  M6K 3C5
Telephone: 416.350.2425  |  Fax: 416.350.2440

Brandon Kirk, Director of Sales 
416.350.2429  |  bkirk@spafax.com 

Jason Clark, National Sales Manager
416.350.2434  |  jclark@spafax.com

Emilia Wisniewski, Sales Manager, Marketing Solutions
416.350.2449  |  ewisniewski@spafax.com

Rysia Adam, Senior National Account Manager
416.350.2448  |  radam@spafax.com

Teresa Hobbs, Senior National Account Manager
416.350.2439  |  thobbs@spafax.com 

Abigail McIlquham, National Account Manager
416.350.2446 |  amcilquham@spafax.com 

Boyd Mickle, National Account Manager
416.350.2437  |  bmickle@spafax.com 

QUEBEC AND EASTERN CANADA

MONTREAL 
4200 Saint-Laurent Blvd., Suite 707
Montreal, QC  H2W 2R2
Telephone: 514.844.2001  |  Fax: 514.844.6001

Lysanne Boileau, Sales Manager, 
Quebec and Eastern Canada
514.844.2001, ext. 217  |  lboileau@spafax.com

WESTERN CANADA

2533 152nd Street, Suite 4 
Surrey, BC  V4P 1N4
Telephone: 604.538.0632  |  Fax: 604.538.0674

Stark Media
Lydia Stark
lstark@spafax.com  |  604.538.0632

enroute.aircanada.com
spafax.com

TERMS & CONDITIONS


